REVIEW OF ITC CODE OF PROGRAMME SPONSORSHIP 



1 . Th© Cod.© of Pirog'ira.iTnn© Sponsoirship has now t>©©n in oporation 
for somewhat over two years. In the course of that period the ITC 
has received representations in favour of relaxation of a number 
of code provisions. At the same time experience has identified 
points on which the code could benefit from clarification. 

2. The purpose of this paper is to seek comment on a number of 
possible amendments to the Code, prepared by ITC staff for the 
purposes of focusing consultation. The Commission will wish to 
take account of recipients' comments before deciding whether to 
proceed with any of these amendments. 

GENERAL APPROACH 

3. Our general assessment is that the code has been largely 
successful in achieving the policy intentions behind it. It has 
been demonstrated repeatedly that the restrictions which the code 
imposes are not inconsistent with commercially successful 
sponsorship deals. At the same time sponsorship has been 
introduced to British terrestrial television without provoking 
significant opposition from viewers. Taken together these 
observations suggest that balance of the code must be on the 

right lines. They certainly do not support a compelling case for 
radical change. 

4. The scope of this review is, therefore, correspondingly 
modest. We have not excluded consideration of relaxations where 
these seem^ likely to offer commercial benefits without 
countervailing viewer disbenefits. But we have not attempted to 
reopen the fundamental principles on which the code is based, 
including the distinction between advertising and sponsorship. 
We have seen as a more pressing requirement the need to provide 
greater clarity on the face of the code in a number of areas. 
This IS particularly important now that the ITC has relinquished 
Its residual broadcasting responsibilities. With much greater 
emphasis on post hoc regulation, the limits of acceptability need 
to be as clearly identifiable as possible to decision makers so 
that potentially costly misunderstandings can be avoided. This 
is also important from the point of view of maintaining fair 
competition. Considerations of enforceability and fair 
competition have also inclined us away from approaches which 
would rest too heavily on distinctions unlikely to be capable of 
being drawn with consistency. ^ 

5. is aware that there is a body of opinion in 
advertising, publicity and public relations circles which regards 
the code as unduly restrictive of commercial opportunity. 
Proponents of this view would like to see closer integration of 
programmes and commercial messages and the opening up of 
programmes themselves as "opportunities to communicate" about 
products and services through the development of techniques such 
as product placement.^ The ITC remains wholly opposed to this 
perspective of advertiser involvement in commercial television. 
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proposed amendments are based 
set bv the broadcasting agenda must be 

exterL?^^omm=t^° alone without the direct involvement of 

extieirnal coiaineircial interests. 

THE AMENDMPlNT.c; 

paper is a summary of the amendments we are 
considering together with the full text of the draft revised 
code. The remainder of this paper sets out the policy 

a?so"exnf^"n"" substantive amendLnts and 

also explains why we are not so far minded to pursue some of the 
suggestions which have been put to us. 



sAon^^v^h*?^^ ®?9gested to us that the prohibition of 

inte^nretatinn financial reports containing 

comment is an unnecessary layer of safeguard 

are two^noten^i.rH^ sponsor influence. ?here 

are two potential difficulties in this area. The first is that 

coveraL fwh»-^o Programmes and general news and current affairs 
(where not only the ITC Code but the EC Directive places 
an absolute veto on sponsorship) . For example it would be natural 
for such programmes regularly to cover controversial economic 

and^°c^onT^of^th^'^‘?DM^ exchange or interest rates and the pros 
® s“=b topics to be excluded, as a 

+- 1 , 2 °, t ” 2^ ^2® Pi^cgtamme being sponsored, would detract from 

the value to viewers and itself be a form of sponsor influence 
on programme content. imiuence 

other consideration is that most potential sponsors are 
public companies (or, if they are not, competitors of public 

® strong vested interest in how their business 
cissitudes are presented via the media to the financial 

isTo^i^uarant^^^^^ recent evidence that bluechip status 

or leoaTTi^^H®, ® c°®pany will not undergo serious financial 
should which programmes of this kind 

e fully. It is highly questionable how easy it 

o22t^ =2f+- ^°^+-K P^° 3 bam®e producer not to pull his punches in, or 
afbogether, coverage of "bad news" about the sponsor's 
activities. The suggestion has been put to us that the television 

b^-essary, drop the sponsorLl^fo? 
hat edition of the programme. In our view this may underestimate 

incl ^ potential of a sponsorship relationship which 

could^^r i s^e 2 n°th i contract renewal. Other difficulties 

could arise in this area in connection with "good news" about the 

sponsor and, conceivably also, in connection with coverage of the 
affairs of a sponsor's competitor. 

this JrL fa persuaded that relaxation in 

rnrit of ff f f ^ith the general principles of the 

win' howof interest of the prograitimes concerned. We 

will, however, be prepared to consider an 

recipients may wish to make on how the riski 
could be obviated. 
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10. SPONSOR INFLUENCE 



It has been suggested that there should' be a relaxation on 
the sponsorship of consumer advice programmes that are purely 
instructional and do not therefore involve the viewer in major 
purchasing decisions. We have considered the case for this but 
are not persuaded that this distinction is in practice 
sufficiently clear-cut to warrant different treatment for 
instructional programmes. Our main concern is that the presence 
of a sponsor could inhibit editorial agendas i.e. programme- 
makers might spontaneously exclude certain topics to avoid any 
potential conflict with the sponsor. The potential for such 
conflict is relatively higher in the case of specialised 
programmes with a sponsor involved in the same field than it is 
in the case, for example, of drama, sport or the arts. At 
present the ITC does not permit travel companies to sponsor 
travel programmes. It has been suggested that this could be 
relaxed in the case of non-specialised travel agencies (as 
opposed to tour operators or airlines) on the grounds that as 
retailers they would not have a vested interest in how any 
particular holiday destination was covered. We should be 
grateful for comments on how far there is a case for a change of 
policy on this issue. 

SPONSOR CREDITS: 

INTEGRATION WITH TITLE SEQUENCES AND LENGTH 

11. Rule 10 (c) of the present code has been widely interpreted 
as preventing or inhibiting integration of sponsor credits in the 
title sequence of programmes. In fact, following exchanges with 
licensees during the initial year of the code, the ITC decided 
not to pursue a maximal interpretation of rule 10 (c) . We 
accepted the argument that to insist that sponsor credits should 
always precede and be inherently distinct from title sequences 
was unnecessarily wasteful of airtime, likely to produce 
aesthetically disjointed presentation, and served no identifiable 
viewer interest. The proposed redraft of rule 10 (c) effectively 
clarifies current practice. 

12. We have considered whether there is a case for greater 
flexibility on the location of sponsor references within title 
sequences and, in particular, whether on ITV & C4 they might be 
permitted after the initial 15 seconds. We have concluded, 
however, that the natural wish of sponsors to "occupy" as much 
airtime' as possible would mean that a relaxation here would risk 
creating a bias towards longer title sequences with intermittent 
sponsor references designed to ensure that the whole of the title 
sequence had the effect of a sponsor credit. Particularly given 
growing concern about on-screen "clutter" this would not be a 
desirable development. 

SPONSOR CREDITS: CONTENT 

13. It is generally accepted throughout the European Community 
that the "Television Without Frontiers" Directive precludes 
material of an advertising character in sponsor credits, 
including advertising slogans. The distinction between a sponsor 
credit confined merely to seeking the viewer's general good will, 

3 
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and an advertisement trying to sell something to him, is also one 
which viewers themselves appear to have little difficulty in 
making. We believe that the clear distinctions which the code 
makes in this area help to explain why there has been little 
hostility on the part of viewers to the sponsored programmes 
which have appeared. 

14 . The ITC has received a number of representations in support 
of relaxing the prohibition of "slogans of any kind" to allow 
sponsors to make "corporate statements" in their credits. It has 
been pointed out that the equivalent French regulations make a 
distinction between corporate statements (which are allowed in 
credits) and advertising messages (which are not) . We understand, 
however, that this distinction has been extremely difficult to 
^PPly and practice has not been consistent. This does not seem 
surprising. Distinctions of this kind rely on the categories 
concerned being mutually exclusive, which is not the case here 
e.g. is "The World's Favourite Airline" a "corporate statement" 
or advertising slogan? Answer: it is both. 

15. We appreciate that some potential sponsors regard verbal 
material of this kind as a key part of their corporate or product 
branding . And we can understand why many sponsors would in any 
case wish to see credits performing a greater number of 
communication tasks than at present allowed. However, despite 
considerable thought, we have not identified (nor has anyone 
identified to us) a straightforward and reliable way of making 
the proposed distinction between advertising slogans and 
corporate statements. In the circumstances, to proceed with a 
relaxation of this kind seems ill-advised. 

16. It is worth pointing out that the current rules do permit 
references in the credits to the programme itself or the 
sponsor's relationship to it, and this has been used creatively 
to enhance the distinctiveness of credits, often by imaginative 
use of verbal^ ambiguity to produce statements which could be 
interpreted either as a statement about the programme or the 
sponsor e.g. in Sony's sponsorship of ITV coverage of the Rugby 
World Cup "You won't get a better view". A condition of 
acceptability here has been that the material should not 
incorporate (or closely reflect) elements of the sponsors' 
advertising copy. We see no reason to adopt a more restrictive 
policy than hitherto in this area. 

17 . A further area where potential inconsistencies arise is over 
product representation. The rule forbids actual products from 
being shown in credits but is silent on how far it is permissible 
to refer to the product through stylised representations. An 
example of credits which took full advantage of this lack of 
clarity were those for the second season of Crofts sponsorship 
of Rumpole. Viewers could be forgiven for believing that what 
they^ saw was a glass filling and emptying with port. These 
particular credits were produced with style and humour and there 
is no evidence that viewers regarded them as dissonant from the 
programme titles into which they were partially integrated. We 
hesitate, therefore, to propose a rule change which would forbid 
in future something which very arguably did no harm in the past. 
However, it is difficult to reconcile the Rumpole credits with 

4 
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the principle that the sponsor's product should not be 
represented and we have provisionally concluded that in order to 
avoid inequities and inconsistencies it would be fairer to level 
the playing field on lines proposed in draft rule 10 (f) . 

18 . Arguable inequity has also arisen in connection with the use 
of registered trademarks, which is explicitly authorised by rule 
10 (g) . The rule also authorises the employment of animation. 
This combination has been invoked, notably in the case of 
Tetley's Tea's sponsorship of "Darling Buds of May" to justify 
production of credits closely resembling the sponsor's television 
advertising in contradiction to the intention of rule 10 (j). In 
this case the "Tetley Teafolk" round whom the advertising is 
based, also happen to be registered trademarks for Tetley Tea. 
A new draft note to rule 10 (g) has been added to make clear that 
in future where there is contradiction between this and one of 
the basic restrictions on credit content, the latter must take 
precedence. 

19. The Tetley Tea case also highlights a weakness in the 
wording of rule 10 (j) which currently forbids "extracts from the 
sponsor's television advertising". In practice this has usually 
been interpreted more widely to include elements which closely 
resemble such advertising and we now propose that this be made 
clear on the face of the code. This will not prevent the 
production of credits which harmonise with the sponsor's 
advertising since this is clearly important for marketing and 
branding coherence. But the objective is to maintain a clear 
separation between credits and advertisements which could be 

circumvented by a literal reading of the rule as it currently 
stands . 

VIEWER COMPETITIONS 

20. An area where the Code has been demonstrated to be 
insufficiently explicit is in relation to viewer competitions 
where prizes are provided to the licensee by a commercial 
supplier. Proposed rule 11 (b) incorporates guidelines which have 
been provisionally in force since January of this year, 

SPONSORSHIP BY BETTING AND GAMING INTERESTS 

21. We are proposing an additional note to rule 13 making 
explicit on the face of the code the policy announced in the 
House of Commons on 4 March. Consultees should bear in mind that 
the ITC is required under the Broadcasting Act to give effect to 
directions by the Secretary of State on matters such as this and 
any variation from the policy announced by the Government would 
have to be acceptable to Ministers. 

EVENT SPONSORSHIP 

22. It has been suggested, where the identity of the event 
sponsor is not otherwise evident, that the broadcaster be allowed 
to acknowledge this with a simple 5 second credit within the 
programme end credits. We envisage that this would mainlv aoolv 
to coverage of the arts, where it is not usual to see visible 
branding of the event sponsor. 
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ADVERTISER SUPPLIED PROGRAMMES 



23. Current rule 15 of the Code acknowledges that "the 
cponstraints set out in the European Directive upon editorial 
influence by an advertiser are especially difficult to reconcile 
with any programme made for, or wholly (or very substantially) 
funded by, an advertiser". We have provisionally concluded that, 

stands, the rule is anomalous. It allows advertiser— 
supplied programming, and hence, by definition, advertiser 
influence on the content of the programme, while at the same time 
offering most of the publicity benefits of conventional 
sponsorship by way of sponsor credits. While we do not see a 
case for attempting to prevent altogether advertiser supplied 
programming we think a clearer distinction needs to be drawn 
between this activity and sponsorship proper. The effect of 
proposed new rule^ 15 would be to continue to permit advertiser 
supplied programming where such programming was not designed to 
be complementary to a commercial communications strategy. The 
only credit which would be associated with such programming would 
be a simple end credit explaining, for purposes of transparency, 
the provenance of the programme. 

SPONSORSHIP OF CHILDREN'S PROGRAMMES 

24. At present the Code makes no special provisions for 
children's programmes, although in practice there has been very 
little sponsorship of such programmes, particularly on ITV. The 
ITC believes this caution on the part of the broadcasters has 
been well placed. All aspects of the presentation of commercial 
messages to children require particular care and responsibility 
and the ^ need for clear separation between programmes and 
advertising is nowhere more compelling than in the case of 
younger and less experienced viewers. The ITC understands that 
some companies may be contemplating greater sponsorship of 
children's programmes and believes that it would be timely to 
seek views on whether there might be a case for the regulatory 
constraints applicable to such programmes to differ from those 
for sponsored programmes generally. 



20 July 1993 
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CODE OF PROGRAMME SPONSORSHIP - DRAFT AMENDMENTS; SUMMARY OF MAIN 
POINTS 



FOREWORD 



This has been updated to take account of the fact that the 
transitional overlap between the 1981 and 1990 Acts is now over. 



Part I; Principles 



This is a clarification of what elements of the broadcast 
service are eligible for sponsorship. 



Part II: Specific Requirements 
Unsponsorable Categories 8 



clarifies the category of unsponsorable 
current affairs programmes. 



Sponsor Credits lo 



(c) 

(f) 



This clarifies acceptable credit integration. 



This clarifies the limitations on the content of 
sponsor credits. 



(g) 

(h) 



It is proposed to remove some unintended anomalies in 
connection with the use of trademarks. 



Trailers 



small amendment to reinforce the premise that the 
sponsor s reference should be secondary to that of 
alerting viewers to the forthcoming programme. 



(j) 



ambiguity in the current rule 
credits^^^ sponsor's advertising in sponsor 



^ sponsor reference at the 

end of the opening credit sequence. 



Programme Sponsor References li 
(ii) Viewers Competitions 



co^^etmons." 



Prohibited and Restricted Sponsors 13 



This now stipulates that political bodies are not permitted 
to sponsor or co-produce. permitted 
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A note has been added to set out the conditions under which 

companies with betting or gaining interests may be programme 
sponsors. 

Product Placement 14 

Note (ii) We cross-ref er to the Programme Code Rule prohibiting 
undue prominence. 

Advertiser-Supplied Programmes 15 

This has been amended to make a clearer distinction between 
sponsorship and advertiser supply. 

Coverage of Events 16 

(e) Event sponsors may be given an end credit. 

Sponsored Support Material 17 



been amended to incorporate the new requirements 

promotion of programme support material 
(ref. 10. 3 of the Programme Code). 

Product Licensing and Merchandising is 

This has been amended to omit a redundant provision. 

Information Services 20 

amended to allow information providers to 
additionally sponsor events, as defined in rule 16(c). 
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FOREWORD 



(a) 



(b) 



(c) 



id) 



(e) 



(f) 



(g) 



1990 (the Act) imposes a statutory duty 
the Independent Television Commission (the ITC) after 
appropriate consultation, to draw up, and from time to time 
review, ^ a code which sets standards and practice in the 

P"^°9rrammes and identifies the methods of 
prohibited or to be prohibited in 
particular circumstances. The ITC may make different 

services?^ different kinds of licensed 

This Code applies to all television programme services 
licensed by the ITC under the Act. At prLent these are I?V 

"°»-<i°"'estic satellite serviced and 
licensable programme services. The Code applies to the 

effect ^in^the^^^^ which is regulated by S4C. it gives 
effect in the UK to a number of reguirements relating to 

television sponsorship in the EC Directive on Television 
Broadcasting (89/552/EEC) and the 1989 Council of Europe 
on Transfrontier Television. Compliance with tL 
fntti “condition of an ITC licence and licensees should 

employees and programme-makers, 
commission programmes, 

interoLtatlon’^i/th^^®?®^®'^ general guidance on 

interpretation of this Code, it will not normally preview 

programmes or consider specific proposals before production 

Independent producers or potential sponsors should seek 

The*^lTc\av proposals from the relevant licensee. 

I ^®guire sponsorship which does not comply with 
this Code to be withdrawn. ^ ^ 

The Act reserves the right of the ITC to soecifv 

The“^ITC^"mlv'^^ a?ve ° in this^ Codef 

ine lie may give directions to exclude methods o-p 

sponsorship not referred to in the Code “ethods of 

or shorten’'or’"’'1n'^o!‘^/'^® impose financial penalties 

ITC licence ' circumstances, revoke a company's 

teleLx\"\er^Tcet" to sponsorship on 

®®t out below are intended to be applied 
in the spirit as well as the letter. uppiiea 
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Definition of Programme Sponsorship 

deemed to be sponsored if any- part of its costs 

oLer transmission is met by an organisation or person 

Other than a broadcaster or television producer, with a view to 

activit?pc; another's name, trademark, image, 

interests ' P^°^^c:ts, or other direct or indirect commercial 

NOT^; Sponsorship by religious or charitable interests is subject 
to the definitions and requirements in Appendices 1 and 2. 
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Part I: Principles 



This part sets out the policy basis of the Code. The practical 

applj.catj.on of these principles, with exceptions that may be 

justified and acceptable, is set out in Parts II and III. 

1 Sponsorship is allowed only for whole programmes or 
substantive programme strands. No other element of the 
television service may be sponsored, including items of 
station presentation or continuity, and viewers' 
competitions . 

2 Any television programme may be sponsored, unless it falls 
into one of the excepted categories listed in Rule 8. 

3 No sponsor is permitted any influence on either the content 
or the scheduling of a programme. 

4 Any sponsorship must be clearly identified at the beginnina 
and/or end of the programme. 

5 No promotional reference to any advertiser or sponsor, or 

to any products or services, is permitted within anv 
programme . 

S No programme may, without the previous approval of the 
commission, be sponsored by any person whose business 
consists, wholly or mainly, in the manufacture or supply of 
a product, or in the provision of a service, which is not 
acceptable for television advertising under the ITC Code of 
Advertising Standards and Practice, 

7 Product placement is prohibited. 



NOTE: 

"Within’' a programme is defined as programme time exclusive of 
sponsors' front, end and bumper credit and advertising breaks. 
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Part II: Specific Requirements 
Unsponsorable Categories 8 

(a) News Programmes 

(i) Programmes and news flashes comprising locals 
national or international news items must not be 
sponsored. However, some specialist reports 
presented outside the context of a general news 
programme may be sponsored: cultural reports; 

sports reports; traffic reports; weather reports 
or forecasts. 

(ii) Business and financial reports where they contain 
interpretation or comment must not be sponsored. 

NOTE: "Outside the context of a general programme" means 

separated in some clearly apparent way eg by programme end 
credits or a commercial break. The use of the same presenter(s) 
as for the news programme would not be acceptable. 

(b) Current Affairs Programmes 

Current affairs or other programmes containing 
explanation or analysis of current events must not be 
sponsored. The definition includes programmes dealing 
with political and industrial controversy, or with 
current public policy. 
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Sponsor Influence 9 

No person or organisation may sponsor a programme or series; 

(a) which contains within it material which, intentionally 
or otherwise, has the effect of promoting the sponsor's 
product or service. (See the separate rules for game 
shows and events) ; 

(b) which, had it not been sponsored, might reasonably have 
been expected to contain editorial content which might 
conflict with the sponsor's interests eg programmes 
or series offering consumer advice on the purchase or 
use of products and services of the kind marketed by 
the sponsor. 

Sponsor Credits 10 

(a) Sponsored programmes must have either a front or an 
end credit or both. Credits may be aural or visual or 
both. 

(b) There may also be bumper credits (ie entering and/or 
leaving any commercial break) which may be aural or 
visual or both. 

(c) (i) Front sponsor credits must precede, and not be 

integrated within, any element of the programme 
apart from its title sequence provided that 
sequence does not include, nor is preceded by 
extracts from the programme itself. 
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(ii) End and bumper credits may overlap the programme 
for not more than five seconds. 



(iii) Sponsor credits must not incorporate any elements 
of the programme except its title and logo-style 
and its title music if that music is used only 
over opening and closing title sequences and break 
bumpers - 

(d) There must be no programme sponsorship credits within 
programmes, with the exception of game shows only, 
where there may be two factual aural references to the 
sponsor's provision of the prize/prizes only. No undue 
visual or aural prominence may be given to the 
sponsor's name or branding on the prizes. 



NOTE: A "game show" is defined as a programme whose format 
is a competition developed for television involving tests of 
knowledge, intelligence or skill. (Additionally see 10(1) (i) 
below ) ) . 



(e) A front credit (or, where there is none, the end 
credit) must identify the sponsor and explain the 
sponsor's connection with the programme (eg "sponsored 
by", "in association with", "supported by" etc). It 
must not suggest the programme has been made by the 
sponsor: expressions like "brought to you by" are not 
acceptable. (See also rule 15) . 
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(f) Credits may indicate the connection between a sponsor 
and a brand or the nature of the sponsor's business 
(eg 'sponsored by company X makers of brand Y' or 
' . . .makers of widgets') but must not show the sponsor's 
product (whether or not packaged) or a representation 
of the product and must not include other descriptions, 
nor slogans of any kind. Beyond this, credits must 
clearly refer only to the programme itself or to the 
sponsor's relationship to the programme. 

(g) with the exception of credits under 14 (b) below any 
credit may include the sponsor's name, trademark or 
logo without restriction as to size. Animation or 

offsets may be employed. On screen presenters 
are not acceptable. 

NOTE: Trademarks or logos which incorporate slogans or 

promotional statements or contain representations of the product 
are not acceptable. Animated trademarks are not acceptable if 
their use results in sponsor credits resembling the sponsor's 
television advertising . 

(h) Trailers 

The primary purpose of a trailer is to alert viewers 
to a forthcoming programme. The sponsor's presence 
should therefore remain secondary . There may only be one 
simple reference to the programme's sponsor, which can 
be aural and/or visual, lasting not more than five 
seconds. (See also rule 17 ) 
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(j) 



Advertising campaigns 

There must be no visual or aural extracts from, nor 
elements which closely resemble, the sponsor's 
television advertising in any sponsor credit, or in any 
trailer or sponsored programme. 



(k) ITV and Channel 4 only 

A sponsor's name must not be used in a programme title 

except when the title is that of a sponsored event 

covered by the programme eg The Coca Cola Cup Final. 

For this purpose a sponsored Event is as defined in 
rule 16 (c) . 



( 1 ) ITV and Channel 4 only 

(1) A front credit must not exceed 15 seconds in 
length where one sponsor is involved and 20 
seconds where there is more than one. Where the 
credit is integrated within a programme title 
sequence which is longer than the permitted length 
for sponsor credits, the sponsor credit will be 
deemed to start with the commencement of the title 
sequence and all sponsor references must be 
contained within the first 15 (or as the case may 
be, 20) seconds. 



(ii) End or bumper credits must not be more than 10 
seconds in length. (Even where multiple 
sponsorship is concerned) . 
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Programme Sponsor References li 

a) There must be no promotional reference within the 
programme itself to the sponsor or to any of the 
sponsor's products or services. 

NOTE: "Promotional" means any reference^ visual or aural ^ 

v^hich is not clearly justified by the editorial needs of the 
programme itself. (See also the rules separately applying to 
game shows (rule 10(d)) and events (rule 16)). 

b) Viewers' competitions 

The following rules apply to advertisers' references 
in viewer competitions included within programmes 
whether sponsored or not: 



(i) 



The licensee must retain full responsibility for 
the competition. The questions should have a 
clear thematic connection with the programme in 
which they appear. They should not refer to 
branded products or services and in no 
circumstances may they refer directly or 
indirectly to the products or services of the 
prize provider. 



(ii) If the competition relates directly to an event 
of the kind described in rule 16 (c), and the 
event sponsor's name is part of the title of the 
event, that title may be included in the name of 
the competition; 
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(Ill) Where the programme title may incorporate the 
broadcast sponsor's name that name may also be 
included in the name of the competition (n.b. rule 
10 (k) for ITV and Channel 4) ; 

(iv) Prizes may be donated by advertisers and may be 
the advertisers' own goods and services. There 
may be a single mention of the brand name of the 
prize together with a brief factual and visual 
reference, that is clearly editorially justified, 
provided no undue prominence is given. No 
additional credit under 14(b) is allowed. 
Trailers, teasers or reminders for the competition 
may not contain brand references. 

(V) Sponsors may not donate their own goods or 
services as prizes in a viewers competition 
contained within the programme they are 
sponsoring. 

NOTE. See also sections 10.4 (use of premium rate telephone 

numbers) , 10.5 (competitions in children's programmes) and 10.6 
(undue prominence) of the ITC Programme Code . 



Other Product or Service References 12 

Visual or aural references to another advertiser's product 
or service which are not promotional are not prohibited. 
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Prohibited and Restricted Sponsors 13 

(a) The following are prohibited- from programme 

sponsorship, and from providing any contribution 
towards the costs of programme production or 
transmission: - 

(i) any body whose objects are wholly or mainly of a 
political nature. 

(ii) any person whose business consists wholly or 
mainly in the manufacture or supply of; 

(a) tobacco products; 

(b) pharmaceutical products available only on 
prescription; 

(c) (without the previous approval of the 
Commission) any other product or service 
which may not be advertised under the ITC 
Code of Advertising Standards and Practice. 

NOTES: 

(i) Sponsorship is not acceptable from a manufacturer or 
^^PpliGi^ of tobacco whose name is chiefly known to the 
public through his tobacco business ^ even though he may 
market other non-tobacco products or services. 

(ii) Sponsorship references to non- pharmaceutical brands which 
do not include the name of a company otherwise disqualified 
by (ii) (b) are acceptable. 
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(Hi) Sponsorship by companies whose business consists wholly 
or mainly in the provision of betting and gaming services 
or whose name is chiefly known to the general public as a 
supplier of betting or gaming services is permissible 
subject to the following restrictions: 



- where the relevant service Is football pools the company 
concerned may not sponsor programmes devoted wholly or in 
part to reporting the results of football matches on which 
football pools competitions are based; 

where the relevant service is bookmaking the company 
concerned may not sponsor programmes directed wholly or 
in part to the coverage of horse or greyhound racing or 
the results of such racing; 

where the relevant service is gaming^ the company 
concerned may not sponsor television game shows which 
closely resemble the gaming that takes place in bingo 
clubs or casinos; 

no company with gambling interests may sponsor programmes 
specifically designed for or aimed at children, 

(b) Advertisers who are prohibited from advertising their 
goods or services during some types of programmes and/or 
during certain time periods are also prohibited from 
sponsoring those types of programmes and/or sponsoring 
programmes during those time periods. This rule may be 
waived by the Commission if the sponsorship arrangements are 
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able to avoid the difficulties (for example, the possibility 
of causing offence) that were the reason for the original 
advertising prohibition: prior approval by the Commission 
would be required. On the other hand, the Commission 
reserves the right to impose restrictions on sponsorship 
associations between particular categories of advertiser and 
particular programmes going beyond those in this rule. 



THE FOLLOWING RULES APPLY TO ALL PROGRAMMES WHETHER OR NOT THEY 
ARE SPONSORED;- 

Product Placement 14 

(a) Product placement is defined as the inclusion of, or 
reference to, a product or service within the programme 
in return for payment or other valuable consideration 
to the programme maker or ITC licensee (or any 
representative of either) . This is prohibited. 

(b) When a product or service is an essential element 
within a programme, the programme-maker may, 
exceptionally, acquire that product or service at no, 
or less than full, cost. This is not product 
placement. it is acceptable providing no undue 

prominence is given to the product or service in 
question. 
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NOTE(i), Under this rule, a basic credit lasting not more than 
five seconds may be included within the end credits of the 
programme for the product or service, except where it has been 
provided by the programme sponsor. (See rule 10(g) . 

NOTE ( 11 ): Please refer to Rule 10.6 of the ITC Programme Code 
which prohibits undue prominence irrespective of the means by 
which the product or service is acquired. 

Advertiser-Supplied Programmes 15 

The definition of programme sponsorship on page 3 of this Code 
refers to situations where the financial involvement of 
organizations or persons other than broadcasters or television 
producers is for a promotional purpose and where the relevant 
communication to viewers is achieved in sponsor credits, it is 
a condition of sponsorship that there must be no sponsor 
influence on the editorial content of the programme. It follows 
from this that the only basis on which programmes may be accepted 
for transmission, where such persons have been in a position to 

influence editorial content, must be those where there is no 
promotional purpose. 

Before accepting such programmes licensees must therefore satisfy 
themselves fully that no element within the programme could 
reasonably be seen as having been included for any of the 
purposes referred to in the definition of programme sponsorship 
and in particular that there are no promotional references to the 
relevant advertiser or his products or services. Especially in 
the case of factual programming, licensees should bear in mind 



Printed image digitised by the University of Southampton Library Digitisation Unit 



that an indirect commercial interest might be to influence public 
opinion on an issue. This would make the programme unacceptable. 

For the purposes of transparency, all programmes to which this 
rule applies must make clear the advertiser's connection with the 
programme in a simple textual end credit e.g. "This programme was 
supplied by Whizzo pic". No other advertiser references or 
credits are permissible. 

NOTE(i): This rule applies to any programme substantially funded 
or co-produced or provided to a licensee by an advertiser, an 
advertiser's agency or a company (including a production company) 
closely associated with one of these, 

NOTE(ii) : For the avoidance of doubt the provision of a programme 
in exchange for advertising airtime (barter) does not in itself 
bring the arrangement within the definition of programme 
sponsorship. Licensees should note, however, that commonality 
between a programme's content and an advertiser's advertising 
might constitute grounds for regarding the programme as having 
a promotional purpose. 

Coverage of events 16 

(a) Programme coverage of events and locations (eg the 
Fosters' Oval) which have been sponsored, or at which 
advertising or branding is present, may itself be 
sponsored. An event or location sponsor may also be 
the programme sponsor. 
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(b) Visual or aural references to any advertising, signage 
or branding at an event must be limited to what can 
clearly be justified by the editorial needs of the 
programme itself. 

(c) Such advertising or branding is acceptable providing 
the event has a bona fide non-television status. Three 
conditions of that status must be satisfied: 

(i) the event must be officially recognised by a 
sporting or cultural body, or otherof f icialbody, 
whose existence is independent of advertising, 
promotional or television interests; 

(ii) television coverage must not be the principal 
purpose of the event; 

(iii) members of the public must be present irrespective 
of whether or not the event is televised. 

(d) On-site advertising and branding arrangements are 
otherwise a matter for agreement between the relevant 
official body and the television companies. 

(e) Aural and visual references in the programme coverage 
to event sponsors should be sufficient to identify the 
events or elements (eg individually sponsored races or 
a sponsored prize ceremony) within it, and should 
provide appropriate recognition to the event sponsor. 
They must, however, clearly be justified by the 
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A basic 



editorial needs of the programme itself. 

credit lasting not more than five seconds identifying 
the event sponsor (s) may be included within the end 
credits of the programme with the exception of event 

sponsors prohibited from programme sponsorship under 
rule 13. 

(f) Tobacco Advertising, Signage or Branding 

Coverage of tobacco-sponsored events, or events at 

which there is branding, signage or advertising for any 

tobacco company, must be consistent with the 

requirements of the Voluntary Agreement reached between 

the Minister for Sport and the Tobacco Advisory Council 

on 19 January 1987. in particular, ITC licensees must 
ensure that; 

(i) static signs for tobacco companies at sporting 
events are not located within camera sight lines 
for prolonged, uninterrupted periods ; for example, 
they should not be placed on or at scoreboards, 
set playing positions, rest areas etc, that are 
likely to come within the scope of the television 
cameras, or between a participant and the camera: 

(ii) there is no display of tobacco house or brand 
names or symbols on participants and officials, 
their vehicles, equipment and/or animals likely 
to come within the scope of the television 
cameras. Auxiliary personnel, such as caddies, 
mechanics, grooms etc are to be regarded as 



Printed image digitised by the University of Southampton Library Digitisation Unit 



participants; 



(xii) the design or combination of colours used in the 
visual presentation of the set for small arena 
sports does not resemble or depict the product of 
the sponsoring tobacco company. 

Sponsored Support Material 17 

Prograirme support material as defined in rule 10.3 of the ITC 
Programme Code, and promoted in accordance with it, may be 
sponsored subject to the following rules: - 

(a) Programmes which are ineligible for sponsorship 
under rule 8 of this Code cannot have programme 
material sponsored. 

<b) Sponsors prohibited or restricted from programme 
sponsorship under rule 13 of this Code are subject 
to the same prohibitions and restrictions 
regarding sponsorship of support material. 

(c) Except with the prior permission of the Commission 
support material may not be sponsored by sponsors 
who would be ineligible under rule 9 of this Code 
to sponsor the programme to which the support 
material relates. 
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The sponsor must be identified whenever the 
availability of the support material is mentioned. 
The sponsorship credit must be limited to a 
simple, factual audio and/or visual reference to 
the identity of the sponsor, lasting no longer 
than 15 seconds. A brief visual display of the 
sponsor's trademark or registered logo may be 
included with the sponsor's name. 



NOTE: See Section 10,3 of the ITC Programme Code for the rules 
that 3-pply to published programme support material . 



Product Licensing and Merchandising 18 

Where a programme-maker or broadcaster (or other programme rights 
holder) is paid a royalty or other fee for the right (ie licence) 
to market a product based upon one or more characters or other 

elements within a programme, this is not deemed to be sponsorship 
providing : 

(a) the programme/ including all its elements and 
characters, has been developed independently of the 
product or the main characters had a prior literary 
existence independent of any merchandising: 

(b) neither the programme nor transmission of the programme 
is funded, wholly or in part, by the product licensee 
or its agent. Programmes which breach either of these 
conditions will not be acceptable for transmission. 
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NOTE: 



Programmes which are acceptable for transmission under 
this rule nevertheless remain subject to Rule 10.6 of the ITC 
Programme Code prohibiting undue prominence. 



Acquired Programmes 19 

The Code applies also to acquired programmes, including 
those programmes acquired from outside the UK. Films made 
for the cinema and coverage of sporting and other events 
taking place outside the UK, however, may deviate from the 
Code where this is unavoidable. 

Informational Services 20 

A programme may include informational services (eg timing or 
other data electronically generated directly on screen) at 
reduced or no charge in return for a screen acknowledgement to 
the information provider , which may appear when the information 
is displayed. The information provider must not additionally 
sponsor the programme (with the exception of the broadcast 
sponsor, being the event information provider, of an event of the 
kind described in rule 16 (c)). The provision of information on- 
site at any event is not covered or restricted by this rule. 



20 July 1993 
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